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CHAPTER 1: INTRODUCTION
1.0 INTRODUCTION SITUATIONAL
To describe the importance of marketing, one need not look further than this quote from Regis
McKenna,
"Marketing is everything, and everything is marketing. "
Everyone is exposed to marketing everyday, even when they don't know it. Billboards surround
the nation's roads. Logos appear everywhere from t-shirts to the center field of the "Tostitos"
Fiesta Bowl. When a teenager is begging his dad to use the family car, he is in fact, marketing
himself to his father for the exchange of the keys. And that is what marketing is about. Trying to
create exchanges that satisfy and benefit both parties. No consumer can escape from marketing
campaigns, and no business should be operating without a marketing plan to identify potential
customers, meet their needs and wants, and keep them coming back for more it.
An introduction to the marketing concept
The marketing concept is the philosophy that firms should analyze the needs of the customers
and then makes decisions to satisfy those needs, better than competition. Today most firms
have adopted the marketing concept, but this has this not has been the case.
In 1776, in The Wealth of Nations, Adam Smith wrote that the need of the producers should be
considered only with regards to meeting the need of the customers. While this philosophy is
consistent with the marketing concept, it would not be adopted widely until nearly 200 years
late.To better understand the marketing concept, it is worthwhile to put in perspective by
reviewing other philosophies that was should be predominant. While these alternative concepts
prevailed during different historical time frames.
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